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APPENDIX A: DATA AND INFORMATION STORAGE 
Important data and information acquired in this study classified and stored in the research 
ĂƌĐŚŝǀĞĐƌĞĂƚĞĚŝŶKŶĞEŽƚĞ ?ĞůŽǁĂƌĞƚŚĞƐĐƌĞĞŶƐŚŽƚƐŽĨƚŚĞĂƌĐŚŝǀĞ ?ƐƚŚƌĞĞŵĂŝŶƐĞĐƚŝŽŶƐ ?
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APPENDIX B: THE PROJECT BRIEF OF THE WORKPLACE STUDY 
A project brief which incorporates context, objectives, time frame, responsibility, expected 
output, quality control approaches, and resources of the workplace research were drafted 
upfront, and was signed by the company and myself. This document is attached below: 
 
  
 10 / 275 
 
  
 11 / 275 
 
  
 12 / 275 
 
  
 13 / 275 
 
  
 14 / 275 
 
  
 15 / 275 
 
  
 16 / 275 
 
  
 17 / 275 
 
  
 18 / 275 
 
  
 19 / 275 
 
APPENDIX C: THE COMPEz ?^WZKhd>/E (IN THE 
RECENT 20 YEARS) 
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APPENDIX D: MEETINGS WITH KEY STAKEHOLDERS  
MEETING DATES 
Participants                                     Responsibilities    Date                           
Interviewee 1 Global innovation director (Company supervisor 
of this workplace study) 
31-10-13 
10-10-13 
11-09-13 
12-09-13 
23-08-13 
09-08-13 
27-06-13 
09-06-13 
03-06-13 
22-05-13 
17-05-13 
10-05-13 
10-05-13 
06-05-13 
03-05-13 
17-04-13 
Interviewee 2 Product manager of the focused project 1 30-10-13 
10-09-13 
17-07-13 
28-06-13 
09-06-13 
12-06-13 
31-05-13 
22-05-13 
Interviewee 3 Product manager of the focused project 2 09-10-13 
23-08-13 
26-07-13 
25-07-13 
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02-07-13 
28-06-13 
27-06-13 
22-05-13 
Interviewee 4     Product manager 31-07-13 
31-05-13 
Interviewee 5 Product manager  12-09-13 
09-08-13 
27-06-13 
31-05-13 
Interviewee 6 Project manager 18-07-13 
Interviewee 7 Project manager 19-07-13 
Interviewee 8 Senior engineer  01-08-13 
09-15-13 
Interviewee 9 Chief engineer  19-07-13 
27-06-13 
Interviewee 
10 
Territorial manager 26-07-13 
Interviewee 
11 
Sales director  26-07-13 
Interviewee 
12 
Marketer 26-07-13 
Interviewee 
13 
Marketer 26-07-13 
Interviewee 
14 
Service manager 03-06-13 
11-06-13 
Interviewee 
15 
Service engineer 13-06-13 
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Interviewee 
16 
Service engineer 15-07-13 
05-07-13 
Interviewee 
17 
Innovation consultant  09-09-13 
16-07-13 
15-07-13 
13-07-13 
Interviewee 
18 
Quality manager 18-07-13 
10-09-13 
Interviewee 
19  
ZĞƉƌĞƐĞŶƚĂƚŝǀĞŽĨŽŶĞŽĨƚŚĞĐŽŵƉĂŶǇ ?ƐĚĞƐŝŐŶ
partner 1 
17-04-13 
Interviewee 
20 
Representative of one of ƚŚĞĐŽŵƉĂŶǇ ?ƐĚĞƐŝŐŶ
partner 2 
27-06-13 
Interviewee 
21 & 22 
ZĞƉƌĞƐĞŶƚĂƚŝǀĞƐŽĨŽŶĞŽĨƚŚĞĐŽŵƉĂŶǇ ?ƐĚĞƐŝŐŶ
partner 2 
17-07-13 
27-06-13 
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KEY POINTS FROM THE MEETINGS: 
The brief creation tool 
Aim: 
1. Coaching  
2. Inquisitiveness  
To ask questions rather than to be a passive platform  
To quality decisions 
  
Preferred form of the tool: 
A web-based (HTML) 
Advantages: 
Standard format  
Easily hacked/customized 
Representation is flexible 
  
The format of the tool for presentation in PhD: 
Web page application layout  (To mock up  in other programs) 
  
Comments 
1. Using different platforms 
50% of  time was consumed by transferring the format of documents across platforms 
The current platforms used for documenting and presentation in The company partner are: 
Word(print out), Excel(Primary program. It is not a print-out program) and PowerPoint  
Recording and presenting data in a format which is distributable across platforms will 
significantly increase working efficiency  
  
2. The synchronization of documents 
The current fashion of data management is storing independent instances in the central drive 
which is confusing and difficult to exploit in daily works. There is a lack of master data. 
These comments are related to the conclusions made in the thesis: increasing the consistency 
of information 
Identified Problems & Wishes 
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To lengthen productsĜ life span 
To speed the NPD cycle 
The product development teams from the company partner are under pressure to speed 
product development cycle. The pressure is coming from 1) the political change and 2) the 
competition in the market. 
To improve product change management 
A project manager pointed out it is difficult to add new features to existing products which 
is, however, often required to meet new requirements from diverse customers and to keep 
the existing product competitive. Thus, a NPD approach which properly considers the need 
of revising and improving products after launch is what the company partner requires. 
Another project manager pointed out business requirements change often during the NPD. 
As a result, designs of products have to be revised frequently while The company partnerĜ 
product development teams are under-resourced to do the design revisions properly in 
some cases.  
The need for constant change and renewal 
This must be addressed as part of the organizational decision making approach  
The desire to create long term competitive advantage enabling a sustainable business. 
Sustainability of Innovation 
 
Marketing  
The marketing department does not have a proper understanding of their own products \. 
They do not understand : 
1) What are the products for? 
2) What the customer requirements  are? 
3) And why will customers buy the company partner's systems instead of those from The 
company partner's competitors? 
   
The company is weak at capturing micro level market knowledge. 
Market size, market share, market trend, the potential of new technologies for NPD  
The marketing department does not have a proper understanding the functionality of their 
own products and systems.  
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To form an effective group to gain customer insights     (interviews to 5 project managers) 
Sales                                       +                     Product Manager 
(Facilitating meetings)                 (Asking questions, interpreting data, and presenting data back 
to the team) 
Not addressing the competition 
As one leading supplier in the area of telecare and telehealth, the company partner shall also 
lead the development of new generations of products and to make The company partner's 
competitors respond to what it claims. In contrast, the company partner tends to passively 
respond to the market competition. One example is the XXX product. In order to maintain its 
leading position on the market and to further expand its market share, the company partner 
may need to have an increased awareness of the market changes and to foresee the 
performance of its competitors in a better way. In NPD, these knowledge has been proved to 
be critical in supporting product mangers to set tactics and to address clearer project 
boundaries. It also helps to avoid requirements for design changes in later phases of projects 
which however happens often in the company partner. The way which the company currently 
used to gain customer and competitor insight need to be assessed. 
Market research related functions are usually realised by the marketing department. The 
majority of market and customer information is provided by the Sales department instead. 
The marketing department here traditionally focused only on promotions. Sales team can 
indeed provide valuable customer information and some of these information also reflect the 
changes of the market, however, this channel cannot provide enough information to ensure 
a full understanding of the market individually. Further, market and customer information 
through this channel is prone to bias and can hardly be controlled with regard to the main 
purpose of interactions between the Sales team and customers as well as the expertise of the 
people from the Sales team. 
The company partner shall review and integrate the methods and approaches it employed in 
collecting and transferring market, competitor and user information.   
When carrying out activities with the purpose of gaining insight into customers, market trends 
and users, people shall think more from the design perspective.  
The marketing department shall have the ability to assess the saleability of a new 
product/service concept. 
 
Ideas on revising the company partner's product delivery process 
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dŚĞĐŽŵƉĂŶǇƉĂƌƚŶĞƌ ?ƐƉƌŽĚƵĐƚĚĞůŝǀĞƌǇƉƌŽĐĞƐƐŚĂƐŶŽƚďĞŶƵƉĚĂƚĞĚŝŶĂƌŽƵŶĚĨŝǀĞǇĞĂƌƐ ? 
Main criticisms from Mark Jennings: 
1) People ignore the in-house process. 
2) The current gate process does not suit projects of various type and size.  
(A faster process for some less complex projects is required. But key activities shall never be 
ignored.)  
3) Poor information from Service/Field engineers fit into the current process. 
 4) More time shall be spent on the feasibility and planning stage to avoid major changes 
happen later.  
(A better resource and capacity plan shall be made (Quality plan template)  
 5) The company partner are trying to do too many projects at the same time.  
 6) How to store the information? The project data shall be stored in a consistent way that 
people can easily access. 
  
 The company partner needs a full understanding of  
1) their own products and their capacities  in NPD; 
2) the marketplace that they are operating; 
3) the drive affecting that marketplace;4) who are the main players in the marketplace and 
their shares. 
These information shall be accessible by whoever need them in the company and be 
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presented in a common format. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
"The market is desperate for new products"  Wper an interviewed project manager 
  
The Sales of The company partner is made up of two groups in terms of functions, the external 
sales team and the internal l sales team. The external sales team, as described by The company 
partner's UK sales manager Toney walker, plays the role of "hunter", they are responsible for 
searching business opportunities and building up relationships with potential customers. The 
internal sales team plays the role of "farmer". Its team members continue developing and 
enhancing the initially established relationships and interacting with identified customers 
daily.     
  
 
 
 
 
 
 
 
 
 29 / 275 
 
Gathering market and customer information  
Approach: only dialogue and not regularly 
 Hitting the target (primary) and gathering market and customer information (secondary) are 
the two functions of the Sales department in the company partner. These two functions shall 
be realised on the premise that people who carry out these functions understand the current 
situation of their own company and the functions and performances of their own products as 
well as those from competitors. This is achieved in the company partner by providing the sales 
teams the document "Sales support". It is a blue print created by the Sales together with the 
Marketing and the R&D. It has been proved as a very helpful tool in supporting the Sales teams. 
This document, like all other tools, need to be kept fresh to ensure a satisfied performance. 
However, it has not been updated in three years as pointed out by Tony Walker.  
Collecting market and customers information is carried out via dialogues with customers by 
the Sales.  However, these dialogues are usually carried out with the priority of hitting the 
target. Few activities are organised exclusively for understanding market, customers and 
competitors, or considering these as main tasks. Further, there is no identified support or 
guide on carrying our market and customer research to ensure the dialogues will reveal 
information of high quality.   
 
 
 
 
 
 
 
 
 
 
 
 
Screening information 
Market and customers information collected by the sales are screened and classified initially 
in the Sales before delivering to other departments. There is no formal approach applied in 
screening information. 
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Transferring information 
Approach: Dialogue and it is not in a controlled fashion   Emails 
 Overview 
The Information Transfer I refer to in this report/thesis is a more complex process than moving 
message from a source to a receiver via a communicational channel. It is a more collaborative 
process which involve several sections, and may involve several people or several groups of 
people. A complete information transfer shall include four stages: translating, recording and 
storing, conveying, and presenting/receiving. 
 The transfer of market and customer information inside the Sales department as well as from 
the Sales to other departments is not very well structured and managed. As pointed out by 
Tony Walker, finding a solution for the loss of information during transfer is an urgent need. 
Dialogue is the main approach applied to transfer the information currently. Email is the other 
method used for the same purpose. Dialogue is a direct way of communication and it helps to 
avoid misunderstandings. However, these dialogues are conventionally not regular and are 
not in a controlled fashion. As a result, there is no guarantee that the information will reaches 
people who require them in time, and valuable information can be lost or neglected before 
conveying happens. 
 (Face-to-face conversation is the best form of communication) 
Recording and Storing 
Through the information transfer, there is no structured way of recording and storing the 
information. This status raises several problems: 
  
First, information can be easily lost in the process of transfer. It will be difficult to recover the 
lost information when transfer is via dialogues from person to person and from department 
to department without recording and storing.  
 Second, it increases the difficulties of ensuring the richness of the information when they 
reach people who require these information to forge business strategies or to design new 
products and services. In the product design area, for example, it is not a common practice 
that designers have direct contact with users and customers though it benefits understanding 
them as addressed widely in literature. In practice, designers are little involved in research 
activities, receive rather abstract outcomes and conclusions from other departments such as 
the Sales, the Marketing and the Consumer research. These outcomes and conclusions often 
lack necessary details that can inspire designers with new ideas or to be used to create an 
analytic benchmark. Misinterpretation and misunderstanding can also happen in the process 
without being noticed. Thus, people performing market and customers study need to record 
and convey data following a structured fashion. Easy tools such as a template will support 
them address all basic but necessary details. Adopting an unified format also simplifies the 
management of information.  
 Third, it makes it difficult to trace back to the information source. Even when research 
findings are well conveyed to people carrying out work in the following stages, they will not 
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include all details that may be required for various purposes. Thus, the need of tracing back 
to the information source often present. Without recording and storing the information in the 
process, it is often complex and sometime is even impossible achieve this goal.  
Fourth, it is difficult to keep the old information alive. A large percentage of information 
discovered in research for one specific aim will also be valued in other scenarios. The primary 
research in this project shows that when streamlined communication processes are adopted, 
it is particularly difficult to keep the information alive. Building a data base which has 
information stored in an easy to understand manner and can be easily accessed by people of 
different functions in the company increases research efficiency substantially and may create 
opportunities in the future.  
 Conveying and Receiving (lacks of presenting) 
The Sales department is the "sender" of information and the direct "recipients" are the 
Product development department and the Marketing department. The sender first screen and 
process the information they have identified through dialogues with customers. The valued 
information will then be classified into two types according to their functions. The type of 
information which is considered to be useful for NPD is conveyed to the product development 
department. Those information which is likely to feed the forging of marketing strategies and 
product promotions is delivered to the Marketing department. Throughout the information 
delivery, dialogue and email are the main approaches currently employed.  Interviews to key 
people from both of the information sender and the recipients show that the delivery of 
customer and market information is carried out neither regularly nor in a controlled fashion.     
  
The information recipients in the process of transferring market and customer information 
can be classified into two levels. The Product management group and the Marketing group 
are at the primary level. They receive information from the Sales groups directly. The Product 
management team weight the value of the information received, and then feed those which 
they think are most appropriate in NPD into the formulation of new products proposals. The 
proposals are evaluated at the Strategic filter by the Group board afterwards.  
The Marketing department further process the information they received and then pass the 
information up the business hierarchy.  
 
  
  
 
 
 
The above situation started to change in a recent project the goal of which is to develop a new 
generation of telecare system. In this case, project meetings are organised around every two 
weeks, and to have people from the Product development, the R&D, the Marketing and the 
Sales present. The project meetings are planned to involve managers of the four groups in the 
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early stage of the project and to absorb their input in the project progress. The interviews to 
the meeting participants and the studies to the meetings progress were undertaken in this 
project and the results prove that this change in the process helps in promoting ideas 
generation, opportunities identification, and communications and collaborations between 
departments and groups. As described by Tony Walker, it is a quick and efficient way 
compared with non-regular and non- controlled dialogues. However, this change happens in 
this specific project only, and some people inside the company doubt if it can be considered 
as a revision to the company's NPD process. 
Decision making  
The company is not good at decision making.  
It was traditionally a manufacturing led company 
Conflict between Product Management Groups and the Options 
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^ŽŵĞŝŵƉŽƌƚĂŶƚŶŽƚĞƐƚĂŬĞŶĨŽƌŵŵĞĞƚŝŶŐƐǁŝƚŚƚŚĞĐŽŵƉĂŶǇƉĂƌƚŶĞƌ ?ƐƚĞĂŵŵĞŵďĞƌƐ P 
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The briefing process in the front end  
A product design brief is mostly required when an independent designer or a design agency 
executes a design on behalf of a client. The decision of creating this document or not shall be 
made based on the considerations of the size and the type of a project when the product 
design work is executed is in-house. This decision shall be made as part of the quality plan at 
the very front end of the product delivery process in order to keep consistency in a project's 
progress.  
Who is a new product designed for? 
To know the target: 
Who will be the direct users of a new product? 
Who will be the customers/buyers of a new product?   
To understand the target: 
What are the characteristics of these two target groups? 
What are the direct and latent requirements and wishes of the two groups? 
What are the similarities and differences in the identified wishes and requirements of buyers 
and users? 
To properly set up design boundaries: 
Boundaries of design shall be identified and presented in a clear manner at the early stage of 
a project. (Product functions; user experiences; criteria for and areas of application; etc.) It is 
essential to ensure that all key stakeholders of NPD understand aware the design scope and 
the scope evolvement at the same level. Once the design boundaries of a project have been 
agreed and confirmed by the whole team, major changes regarding to shall be avoided. If such 
changes must happen, feedbacks must be taken from all key stakeholders, and impact of these 
changes on the related activities in the process, for example, resource restraint assessment 
must be carefully considered before progressing. To ensure that the design boundaries are 
properly set up, a company may consider developing its own benchmark for all projects and 
building it a section of one gate meetings in the front end.  
Quality control in the brief creation: 
 ? Control the quality of the process  
 ? Control the quality of collaborations  
Quality of in-house collaborations 
Quality of collaborations with third parties 
 ? Control the quality of inputs 
 ? Control the quality of outputs 
In order to ensure that the final solution meet the requirements defined at the beginning 
well, outcomes produced in each stage of the whole project cycle shall be supervised in 
an ideal scenario. In order to speed up a project cycle, SEMs which usually under pressure 
of resources often perform poorly in translating and documenting stage outcomes in the 
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process, even those stages which can bring about vital impact on a project progress. 
Cases studies on suppliers in the area show that in some projects, product specifications 
were documented after the working prototype had been built and a product design brief 
was neglected when a third party was hired to carry out the design work. These activities 
always produce problems and sometimes even lead to the failure of a project. To control 
the quality of stage outputs, the NPD process shall clearly indicate what outcomes need 
to be produced in which stage, and what are those outcomes considered to be necessities 
of project progress. The process shall also state who is going to be responsible to review 
individual stage outcomes and by which method. When looking for an approach to 
manage quality of outputs, considerations must be given to the approach's applicability 
to project size and types, a company's organization and other related issues. 
 ? Control the quality of communications  
 ? Ensure the consistency of projects (documentation, requirements evolvement , etc.) 
All key stakeholders of a project must be informed of the vital decisions made in the 
progress.  
The quality of business data directly influences the effectiveness of business processes 
and the quality of the business decisions made. Yet it's typical for data about important 
customers, suppliers and products to be housed in multiple information silos, with no 
consistency among them. In fact, according to the Tower Group, 50% of enterprises 
separately maintain master data in 11 or more systems. 
Other influencing factors: 
 ? Identify primary roles and responsibilities of the project staff  
 ? Identify those monitoring and controlling actions that will be conducted to control quality 
ƚŚƌŽƵŐŚŽƵƚ ƚŚĞ ƉƌŽũĞĐƚ ?s life. Quality policies, procedures, criteria for and areas of 
application, and roles, responsibilities and authorities. 
 ? Indicate responsibilities for activities such as mentoring or coaching, auditing processes, 
participating in project reviews, etc. 
 ? A consistent process to manage the creation and development of product, project and 
design briefs and product specifications; 
 ? An approach to oversee the project progress  
 ? An approach to track the progress  in the front end of projects , to ensure that business 
strategies and high level requirements are properly interrelated and transferred into 
detailed product or service innovation requirements and finally into solutions which fit 
for purpose.  
 ? Ensure key players aware of their responsibilities 
 ? Use single trusted views to improve the effectiveness of strategic decisions (Improve 
Strategic Decision Making & Business Agility) 
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APPENDIX E: THE COMPEz ?^EWWZK^^ 
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Notes taken form meetings with project managers 
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d,KDWEz ?^KZ'E/ZATIONAL STRUCTURE 
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ISSUES POINTED OUT BY TEAM MEMBERS 
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APPENDIX F: TESTING PRODUCTS WITH USERS 
SAMPLE PHOTOS TAKEN DURING THE USER VISITS 
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COMPLETED QUESTION SHEETS (1ST ROUND USER VISITS) 
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COMPLETED QUESTION SHEETS (2ND ROUND USERS VISITS) 
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SUMMARY OF RESULTS  
Features users like 
 
1. The "Away" button (923, 917 
2. The smaller size; the compact style 
3. The information gets through quicker (937, 942 
4. The pendant is easier to press (937 
5. The temperature measuring function (933) 
6. The button of the new pendant is less likely to be pressed accidently (942 
 
Issues indicated by participants 
 
1. The material of the string irritates the skin 
2. The distance between the buttons is too small, especially the top two buttons (908, 912) 
3. Took longer time to get through than the old one (939, 943, 916,914   
4. Less loud and clear (902) 
5. Too low volume (913 
6. Too high volume (943 
6. To improve the user tutorial/installation service (many users are not aware of the wrist 
strap, no users fully understand the range of the pendant) 
7. Difficult to find the pendant at night (913 
6. Voice quality varies / different voice of different people (916 
 
Wishes for improvement 
 
1. When calling the monitoring centre, the information can get through faster. (around 5 
minutes in the current situation) 
2. The xxx product can help residents deal with medical appointments. S.1 making and 
appointment S.2a Medical institutes tell the residents appointment details through xxx 
product. S.2b Xxx product records the appointment details. S.3 Xxx product units remind 
users of their appointments before the visits. 
After booking an appointment with the hospital,  
3. Easier to clean  
4. To blend in the environment; Not intrusive  
 178 / 275 
 
5. Smaller size 
6. Adjustable volume 
7. The call can get through quicker (934) 
8. clearer voice (935 
9. better material of the string and the wrist strap  
10. Prefer what they are familiar with (908, 914 
11. No one can see she/he wears a pendant (908) 
12. take less room 
 13 The  reminder function (939, 940, 942, 935 
14. adjustable volume (912, 916 
15. extra functions of the pedant  
16. To make the pendant easier to find at night 
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APPENDIX G: METHODS APPLIED IN CASE STUDIES 
The features of these techniques and their applications in the workplace study are set out in 
the table below:    
1. Methods for exploration: 
 
EXPERIMENTAL INTERVIEW 
Experimental Interview is for creating evolutionary designs targeted at an existing or 
ĨĂŵŝůŝĂƌ ĐƵƐƚŽŵĞƌ ďĂƐĞ ? dŚŝƐ ŵĞƚŚŽĚ ƌĞƋƵŝƌĞƐ ĞǆƉůŽƌŝŶŐ ƚĂƌŐĞƚ ĂƵĚŝĞŶĐĞƐ ? ŶĞĞĚƐ ĂŶĚ
desires through one-on-one interviews in which the interviewee describes his/her 
experience with the product class. This method highlights probing deeply into the 
underlying long-term problems that target audiences are having with a product or service. 
It was employed in user interviews to explore the opportunities for improving the current 
NPD approaches. 
CONTEXTUAL INQUIRY 
Contextual Inquiry is both a field data collection technique and an ethnographic research 
method, part of the Contextual Design methodology (Refer to Section 5.3). Compared 
with traditional inquiry techniques, it highlights capturing the detailed information of how 
users interact with a product in its application environment. Partnering with the target 
ĂƵĚŝĞŶĐĞĂŶĚƚŚĞŵĞƚŚŽĚ ?ƐŽƉĞŶ-ended nature assisted in revealing tacit knowledge of 
which interviewees may not be consciously aware: 
 By staying in the context, the course of a meeting is controllable - I could adjust the time 
and approaches during the process, add/delete questions, or open a new topic as 
required. It also enabled me to gather on-going experience and reliable data. It was used 
in combination with Observation to probe hidden information and unarticulated needs 
ĨƌŽŵŝŶƚĞƌǀŝĞǁĞĞƐ ?ĞŵŽƚŝŽŶĂůƌĞĂĐƚŝŽŶƐ ? 
EXPERT INTERVIEW  
Expert Interview is an efficient tool for acquiring and validating a large amount of 
information, for example, when I confronted issues beyond my own knowledge, such as 
ƚŚŽƐĞ ŝŶďƵƐŝŶĞƐƐĂĚŵŝŶŝƐƚƌĂƚŝŽŶ ?ǁĂŶƚĞĚƚŽ ůĞĂƌŶƚŚĞŐĞŶĞƌĂůƐƚĂƚƵƐŽĨƚŚĞĐŽŵƉĂŶǇ ?Ɛ
own NPD process which had been well observed by the Quality Control department; and 
to confirm the changes in group strategy which many employees were not aware of. 
FOCUS GROUP 
 180 / 275 
 
Focus Group is a qualitative research approach in which research participants are asked 
in group about their perceptions, opinions, beliefs and attitudes towards a product, 
service, concept, advertisement, idea, or packaging (Henderson 2009). It is a staged face-
to-face discussion typically involving 6-12 people and chaired by an impartial moderator. 
/ƚǁĂƐƵƐĞĚƚŽĞǆƉůŽƌĞƚŚĞŐĞŶĞƌĂůƵƐĞƌƉĞƌĨŽƌŵĂŶĐĞŽĨƚŚĞĐŽŵƉĂŶǇ ?ƐĞǆŝƐƚŝŶŐƉƌŽĚƵĐƚƐ ?
giving me first-hand experience of user reaction. It was also adopted to solicit focused 
feedback from employees of the company partner on specific design issues/ideas from 
various divisions of the company during the design of a new fuzzy front end tool to 
support product innovations. 
INCLUSION OF LEAD USERS 
A leader user is someone who has articulated her needs ahead of the general user 
community (Von Hippel 1989). He/she may even have cobbled together solutions from 
existing equipment and thereby gives a much bigger contribution to the average users. 
Therefore, it is helpful to engage bright and cooperative lead users in product/service 
innovation (Moore 2000). This method was deployed in this research to assess product 
performance and to explore the potential of the target users to influence innovation 
outcomes. 
CONJOINT ANALYSIS 
Conjoint Analysis is a statistical marketing research technique for analysing the factors 
ƚŚĂƚ ŝŶĨůƵĞŶĐĞ ĐƵƐƚŽŵĞƌƐ ? ƉƵƌĐŚĂƐŝŶŐ ĚĞĐŝƐŝŽŶƐ ? dŚĞ ŽƵƚƉƵƚ ĐĂŶ ďĞ ƵƐĞĚ ƚŽ ŝŵƉƌŽǀĞ
designs, optimize them for value, and predict market share and product success (Dahan 
& Hauser 2001). 
This method was applied in the user study, to determine the streŶŐƚŚƐ ŽĨ ƵƐĞƌƐ ?
preferences on product design attributes. Specifically, I presented a controlled set of 
product attributes to research participants, then ask them to make a series of trade-offs 
from least to most appealing. By analysing the results, the implicit value of individual 
attributes could be revealed, which could further determine what combination of 
features would make up the most successful product concept. 
STORYTELLING 
Storytelling is an interview technique which let interviewees decide what is relevant, not 
the interviewer.  The interviewer does not try to control the story. Instead, he/she focuses 
ŽŶĞǆƉůŽƌŝŶŐƚŚĞ ‘ǁŚĂƚ ? ?ƚŚĞ ‘ǁŚǇ ? ?ƚŚĞ ‘ǁŚĞŶ ? ?ƚŚĞ ‘ŚŽǁ ? ?ƚŚĞ ‘ǁŚĞŶ ?ĂŶĚƚŚĞ ‘ǁŚŽ ? ?<ŝƉůŝŶŐ
1999), and on steering the interview mode. Storytelling aids in capturing the richness and 
broadness of how people experience their world, and integrating on-going experiences 
with memories from the past and aspirations for the future (Atkinson 1998).  
An interview using Storytelling is more like a normal conversation - I formulated a range 
of potential topics without traditional questionnaires, while questions were asked in more 
detail.  
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OBSERVATION 
Usually, the data/information delivered by verbally have already been processed, and as 
result, the accuracy, completeness, authenticity and validity can be corrupted by, such as 
ŝŶĂĚǀĞƌƚĞŶƚŝŶƉƵƚ ?ĂŶŝŶĚŝǀŝĚƵĂů ?ƐŬŶŽǁůĞĚŐĞďĂĐŬŐƌŽƵŶĚ ?ĂŶĚĂĐŽŵƉĂŶǇ ?ƐĚĞƉĂrtmental 
barriers. This explained why information acquired from different interviewees sometimes 
conflicted, especially when the interviewees were from various divisions. In the workplace 
study, Interview/discussion had been proven to be effective in collecting large quantity of 
data/information about a complicated topic in a relatively short time. However, 
conducting only interviews could not provide all of the raw material needed for designing 
an effective and feasible NPD approach.  
Addressing the above concern, I adopted the observation method to supplement 
interview techniques in exploring the project management issues. For example, I took 
part in a project meeting between the company and the external design consultancy, 
during which I observed the two ƉĂƌŝƚŝĞƐ ?ĐŽŵŵƵŶŝĐĂƚŝŽŶĂŶĚĂƌŐƵŵĞŶƚŽŶƚŚĞĚĞƐŝŐŶ
output, took notes of the points that they were in disagreement as well as any other 
inspiring details they spoke of, and thought about the potential causes and solutions of 
the observed issues (Refer to Appendix G). Observation let me remain relatively 
unobtrusive, to capture the information that cannot be elicited by a set of predetermined 
lines of questioning or other techniques. 
2. Methods for knowledge generation 
Persona, Affinity Diagram and Process Mapping were the three research techniques I adopted 
in data processing for generating problem resolutions: 
PERSONA 
A persona is a behaviour-based user archetype developed to understand user lifestyles, 
behaviour patterns, aspirations and needs. It is presented as an imaginary person with an 
assigned name, face, goals, attributes and some other basic information about life, who 
represents a group of people sharing similar attributes. It is often used in creating a 
scenario as a fictional player (designingwithpeople.org 2011). It can be expressed in 
various media and forms: textual, narratives, storyboards, video mock-ups, or scripted 
prototypes (Go and Carroll 2004). 
Creating a persona has been proven in this study to be an effective tool in sorting out 
complex user information; transforming the information into design attributes and 
requirements; and presenting the information in a simple and graphic format which can 
be well understood by innovation stakeholders from diverse background. Besides, it is an 
efficient tool for screening out highest priority needs/requirements, thus can facilitate 
decision making in the fuzzy front end (FFE) of an NPD project. Persona was prompted as 
part of my research output, to improve NPD in the target companies. 
AFFINITY DIAGRAM 
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An Affinity Diagram requires structuring ideas or data gradually from the bottom up into 
meaningful groups which demonstrate valuable information for decision making or 
subsequent research, as illustrated in Figure 5.12. 
An Affinity Diagram was used to organize large range of ideas or data by defining their 
interrelations.  
 
 
 
 
 
 
 
 
 
 
 
PROCESS MAPPING 
The key elements to be addressed in an NPD project comprise: project context, aim, 
resources, stakeholder information including their roles, functions, aspirations, 
responsibilities, level of involvement in a project cycle; and the estimated output of 
individual tasks/project stages. Illustrating and mapping the various elements onto a 
project timeline aided me in understanding both their relational frame and respective 
influence on project success or failure, which was a critical step in discovering the best 
opportunity for improving NPD outcomes.  
For managing an NPD project, the technique is a process of: 1) visualizing and customizing 
a pre-designed new NPD process, to comply with specific projects; 2) transferring abstract 
requirements into a plan of detailed NPD activities; 3) outlining why, when and how the 
stakeholders participant in specific stages/activities of a project cycle; 4) and defining 
ƐƚĂŬĞŚŽůĚĞƌƐ ?ƌĞƐƉŽŶƐŝďŝůŝƚŝĞƐ ?/ƚĂŝĚƐŝŶƐƚƌƵĐƚƵƌŝŶŐEWĂĐƚŝǀŝƚŝĞƐ ?ŵĂŶĂŐŝŶŐĐŽŽƉĞƌĂƚŝǀĞ
work and making participation less elusive (Mongiat & Snook 2007). 
Like Persona and Contextual Design, Process Mapping is also part of the solution 
produced in this research.   
 
 
 Figure 5.12 An illustration of how to use affinity Diagram to organize data 
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APPENDIX H: THE TWO FOCUSED PROJECTS 
PROJECT 1  
Project plan 
Responsibility Project manager 
WƌŽĚƵĐƚ ?WƌŽũĞĐƚEĂŵĞ “WƌŽũĞĐƚ>ŝĨĞŶĞƚ ? ?/Ŷ-ŚŽƵƐĞ ? ? “</^ ? ?ŽŶŵĂƌŬĞƚ ? 
Context of the KIS project 
Project manager Ian Curran 
Visual communication Rebecca Williams 
Partners  
Trakware Solutions Ltd. (Programing, Coding) 
Viadynamics Ltd. (User experience; Icon) 
Aupix, Ltd. (Video and Real Time Text Calling over the Internet) 
Project Aims 
To remove isolation; 
To increase social digital inclusion 
Problems & wishes in NPD 
 ? ?dŽůĞŶŐƚŚĞŶƉƌŽĚƵĐƚƐ ?ůŝĨĞƐƉĂŶ 
2. To speed the NPD cycle 
The product development teams from the company partner are under pressure to speed 
product development cycle. The pressure is coming from 1) the political change and 2) the 
competition in the market. 
3. To improve product change management 
Ian pointed out it is difficult to add new features to existing products which is, however, often 
required to meet new requirements from diverse customers and to keep the existing product 
competitive. Thus, a NPD approach which properly considers the need of revising and 
improving products after launch is what the company partner requires. 
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Issues pointed out by key stakeholders 
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PROJECT 2 
 Project plan 
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System structure 
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Identified issues and improvement ideas 
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APPENDIX I: TESTING THE BRIEFING PROCESS 
A review of the 2nd International Workshop on Modelling and Management 
Engineering  
Participants                                           Background     
Expert 1 Researcher/lecturer at Technical University of Munich (Innovation 
management) 
Expert 2     Professor at Cambridge University (Engineering Design) 
Expert 3 Professor at University of Bradford (Automotive engineering & Quality 
control)  
Expert 4 Professor at Vestfold University College (Business development & Maritime 
Control System for the Future) 
Expert 5 Doctoral researcher at Kaisruhe Institute of Technology (Innovation 
management) 
Expert 6 Doctoral researcher at Technical university Delft (Innovation management) 
Expert 7 Prof at Massachusetts Institute of Technology   
Expert 8 Prof at Massachusetts Institute of Technology 
 
/ƚǁĂƐĂǁĞůůŽƌŐĂŶŝƐĞĚĂŶĚǀĞƌǇŚĞůƉĨƵůƚǁŽĚĂǇƐ ?ĐŽŶĨĞƌĞŶĐĞǁŚŝĐŚŐĂǀĞŵĞŽƉƉŽƌƚƵŶŝƚŝĞƐ
and plenty of time to communicate with each participant. The disappointment was that I was 
the last one to present, thus there was very short time left to collect feedback. The 
questionnaire did not work very well and does not provide as much valued comments as 
expected. However the verbal comments from some of the experts were very instructive. 
Some of the comments were recorded using a voice recorder. The valuable information were 
summarised below: 
1 Comments on the process model  
1.1 What are the primary considerations in creating a design brief and a project brief? 
1.1.1 Primary consideration for creating the design brief 
ǆƉĞƌƚ ? ?dŽĚŝƐƚŝŶŐƵŝƐŚďĞƚǁĞĞŶ “ĐŽŶƐŝĚĞƌĂƚŝŽŶĨŽƌĞĂĐŚ ? 
E2. Success criteria  
E6. Interesting project. Can be more focused on a specific section of innovation pocess.  I get 
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the impression  “,ĞĂůƚŚĐĂƌĞ ƚŽŽůƐ ? ĂƌĞ ŶŽƚ ǁĞůů ĚĞƐŝŐŶĞĚ ? ƐŽ ŚŽǁ ĐŽƵůĚ ǇŽƵ ĂƉƉƌŽĂĐŚ ďĞ
implemented to change the current situation? 
E7. You have captured the primary considerations 
 
1.2.2 Primary consideration for creating the project brief 
E1. user knowledge 
E2. AddresseĚƵƐĞƌŶĞĞĚƐ ?ĐŽŵƉĂŶǇ ?Ɛ ?ĞǆƉĞĐƚĞĚĨƵŶĐƚŝŽŶĂůŝƚǇ ?ŬĞǇĚĂƚĞƐ ?ďƵĚŐĞƚ 
E4. The task, target in the context of HHC was missing 
There is too much information provided in the presentation. It is not easy to follow.  
E8. You seem to have captured most relevant issƵĞƐ ? ďƵƚ ŝƚ ŝƐ ŚĂƌĚ ƚŽ ũƵĚŐĞ  “ĐŽůůĞĐƚŝǀĞ
ĞǆŚĂƵƐƚŝǀĞŶĞƐƐ ? 
 
1.3.1 Do you agree with the brief creation model we proposed? 
       Strongly disagree             Disagree              Neutral               Agree              Strongly agree    
 
E1. Disagree 
E2. Agree 
E3. Disagree 
E4. Neutral 
E5. Neutral 
E6. Agree 
E7. Agree 
E8. Neutral 
 
1.3.2 The strength and weaknesses of the model 
E1. not really clearly communicated;   get it more focused 
E2. The brief is a useful representation of the needed process. It is too complex, though, to be 
useful for practitioners. You are asking them to make more changes that they will be ready to 
make.  
E3. too linear;   consider iteration  
E6. Look promising but how differs from the others? How did you come up with the process, 
was not clear from the presentation.  
E7. I do not have enough information for such an assessment. This assessment should be done 
by practitioners, working with the model. 
E8. The model appears comprehensive. It is hard to give a proper judgement based on just 
listening to your presentation. What is not clear is how the model is implemented. How do 
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you score all these contents? 
2 Transforming the model into a tool that can be used in practice 
2.1 What the key features of the brief creation tool should comprise? (Tick all that apply) 
        Enquiring             Coaching              instructing                 Referencing             Other: 
 
E1. Enquiring + Referencing  
E2. Coaching 
E3. Coaching + Referencing 
      Checklist  
E6. Enquiring  
E7. Enquiring + Coaching + Instructing + Referencing  
All these are important 
E8. Referencing 
 
2.2 What function do you expect from the tool we are developing? (Tick all that apply) 
       Collecting data          Screening data           Coaching research and design approaches                                                
        Mapping players                
       Defining project requirements                Defining design functions     
        Forging the innovation/development process          
       Planning for downstream applications         Other: 
 
E1. Collecting data + Screening data + Mapping players + Defining design functions + Forging 
the innovation/development process   
Collecting and organising data;  
Mapping data,    Give it some semantic meaning                                        
E2. Coaching research and design approaches 
E3. Did you check if there are already tools available? 
E6. Defining project requirements                 
E8. What is the purpose of the software tool? 
What is the deliverable outcome? 
Personally- not sure a software tool is needed 
 
2.3 What is the best form of the brief creation tool? 
       Web page application              Software               Toolkit              Cards             Excel templates            
Other: 
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E1. Web page application +   Software 
Mobile application (SOS, Andriod, etc)  
Direct feedback from users 
Actually more like information oŶƐŵĂůůĞĂƐŝůǇ “ĚŝŐĞƐƚŝďůĞ ?ůŝŶŬƐ 
E2. Webpage application 
E3. for SMEs should be as easy as possible 
Iterative to use with customers/consumers (e.g. cards) / Check also NOVONO NORDISKS 
innovation way  
Check EDC inclusive design work & publications and tools (website)  
E6. Toolkit 
 
Other comments: 
x E2: Considering narrowing down the focus of you PHD thesis 
x Two scenario for future development pointed out by E2 & E8: 
Scenario 1. Going back to businesses. Working with them as closely as possible. Presenting to 
them the ideas (e.g. proposed process and approaches). Asking businesses which part of the 
ideas attracts them most, and how they think the ideas can be applied in practice. Then 
developing something based on the gained knowledge.  
 Scenario 2. Developing a tool based on the knowledge withdrew from research, which was 
what I planned to do, then bringing the tool to companies. In this scenario, the developers can 
expect to receive feedbacks on some of the ideas, but should be prepared that the 
ƚŽŽů ?ĂƉƉƌŽĂĐŚ “ǁŝůůŶĞǀĞƌďĞĂƉƉůŝĞĚ ?ďǇĐŽŵƉĂŶŝĞƐŝŶƉƌĂĐƚŝĐĞ ? 
If there is no well-built business connections that can be exploited, or it will take too much 
time to build new connections under the time constraint of a doctoral course, they suggest 
me following the plan that I described in the presentation, but following the route of scenario 
1 after the doctoral course, if I plan to continue to work in the same filed.  
x E7 & E8: A software tool may not work  
E7 and E8 said they like the models which I presented and appreciated some ideas inside. 
However, a software tool developed based on my proposed process will be too complex to be 
accepted by businesses, especially the SMEs. They also said I should not be ambitious to 
change the current situation a lot. I think the key point from E2 on developing and applying 
an innovation/management tool/model was carrying out comprehensive research but 
ƉƌĞƐĞŶƚŝŶŐƚŽĐƵƐƚŽŵĞƌ “ĂƐŝŵƉůĞƉŝĐƚƵƌĞ ? ?,ĞƐƵŐŐĞƐƚĚŵĞĚĞĨŝŶŝŶŐƚŚĞŵŽƐƚƐŝŐŶŝĨŝĐĂŶƚĂŶĚ
attractive ideas embedded in my research outputs, and developing something based on this 
selected knowledge. He also suggested considering using more simple forms to bring the ideas 
to customers, like cards, pencils, etc.  
E2 &E8 highlighted that if a tool/approach is developed first before being taken to companies, 
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the developer should be prepared that the tool/approach would never be applied by 
customers in practice.  
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1. Project summary ..................................................................................................................3 
1.1. KǀĞƌǀŝĞǁŽĨƚŚĞĚĞƐŝŐŶƚĂƐŬ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q Q Q Q Q Q Q Q ? 
1.2. ĞƐŝŐŶĐŽŵŵŝƐƐŝŽŶĞƌ ?WƌŽũĞĐƚŽǁŶĞƌ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ??    Q Q Q ? ? Q ? ? ? ? 
1.3. Design executor  Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q ? ? Q Q Q Q Q Q ? 
2. h^/E^^&/d Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q       ? ? 
2.1. /ŶĚƵƐƚƌǇƌĞǀŝĞǁ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q Q ? Q Q ? Q ? ? 
2.2. ƵƐŝŶĞƐƐŽďũĞĐƚŝǀĞƐŝŶƚĞƌŵƐŽĨƚŚŝƐĚĞƐŝŐŶƉƌŽũĞĐƚ Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q Q ? Q Q ? Q ? ? 
2.3. Other factors  Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q Q ? Q ? Q Q ? ? ? 
3. DZ<d&/d Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? Q Q ? Q Q Q Q ? 
3.1. ŽŵƉĞƚŝƚŽƌƌĞǀŝĞǁ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q ? ? Q ? Q Q Q Q ?
4. ^/'E&/d Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ?      ? 
4.1. Design objectives  Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q Q Q Q ? 
4.2. ƵǇĞƌƐ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? ? Q Q ? ? ? 
4.3. hƐĞƌ ?ĂƉƉůŝĐĂƚŝŽŶĞŶǀŝƌŽŶŵĞŶƚ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? Q Q ? ? Q Q ?
4.4. WƌŽĚƵĐƚůĂŶŐƵĂŐĞƐ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? Q Q ? ? ? 
4.5. Potential opportunities and requirements in post-ƐĂůĞĞŶǀŝƌŽŶŵĞŶƚƐ Q Q Q Q Q ? ? Q Q ? 
4.6. &ƵƚƵƌĞĚĞǀĞůŽƉŵĞŶƚǁŚŝĐŚĐŽƵůĚůĞĂĚƚŽĚĞƐŝŐŶĐŚĂŶŐĞƐ Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q Q ? 
5.  W>E ?^/'EWZK^^ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? ? Q ?  ? 
5.1. ĞƐŝŐŶƐƚƌĂƚĞŐǇ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ?  ? ? 
5.2. Time frame, BƵĚŐĞƚĂŶĚDĞĂƐƵƌĞƐŽĨƐƵĐĐĞƐƐ Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q Q ? Q ? 
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1. CONTEXT 
1.1 Project summary 
The X project aims at improving the quality of life for older people through the use of online 
social networks combined with mobile technologies. FLEX Healthcare is developing a mobile 
social networking platform customised to the needs of older people, supporting interactions 
with their peers and families, as well as easy access to information.  
X is intended to provide solutions suitable for the range of segments and market environments 
present across the territories in which FLEX Healthcare operates. This considers both 
functional and connectivity requirements. 
The X product is based on the existing Connect/Caresse processor/platform and firmware (X 
old). At a future stage, the platform may be replaced by that which will be developed for the 
other Next Generation products (beginning with X2). The introduction of "X new" will depend 
primarily upon production and BOM cost considerations. 
1.2 Overview of the design task 
The Next Generation product range is intended to provide solutions suitable for the range of 
segments and market environments present across the territories in which FLEX Healthcare 
operates. This considers both functional and connectivity requirements. 
1.3 Design commissioner/Project owner 
David Green, Project manager of FLEX Healthcare, davidgreen@flexhealthcare.ac.uk 
1.4 Design executor 
Mike Feather, Chief designer of FLEX Healthcare, mikefeather@flexhealthcare.ac.uk 
2. BUSINESS FIT 
2.1 Industry review 
FLEX is one medium-sized healthcare company with over fifty years in product development. 
It is one of the leading health suppliers in the UK, and also has a presence in over ten countries. 
It is traditionally a manufacturing focused company but is transferring into providing both 
products and services. The design process of most FLEX products were outsourced to external 
design companies, but FLEX is building up its own design team, to improve the product 
performance across the entire product line.  
2.2 Business objectives in terms of this design project 
x Reduce social isolation & vulnerability   
x Live independently longer 
x Digital accessibility & social inclusion 
x Support carers  
x Creation of a care network 
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2.3 Other factors 
The design solution must deliver the functions: 
x Data transfer: with this information we can evaluate if the requests/responses have 
the format required 
x Calls to third-party services: with this information we can evaluate the integration 
with third-party services 
x Android Platform 
x Access to & from any PC 
3. MARKET FIT 
3.1 Competitor review 
x Mindings (spin off from University of Cambridge service currently in pilot) 
http://www.mindings.com/ 
x Memo Touch (USA based service launched in 2011) http://memotouch.com 
Family members and care professionals log into the secure caregiver website remotely, 
at any time, wherever they have internet access. 
14day free trial of the service. 
Pricing: 6months subscription $29, 12 month for $25 per month ex tablet. Technicolor - 
icontrol 
x Media Touch, DECT phone G711/G722(HD),  
WIFI, DSL, VOIP/Video calling H262, H264, MPEG 720p quality  
Android 2.4, Q1 2012 
Home automation 
DORO Smart phone/Tablet (Android) support & services platform including device 
management. 
Other e.g. Connect video/messaging gateway 
 
 
 
DIADEM & Sheffield County Council  http://www.project-diadem.eu 
x Creates software components that can front-end existing services with an intelligent, 
supportive, and personalised User Interface; 
x Performs research to select the most effective technology features and strategies to 
assist the target group; 
x Produces a trial system and demonstrate proof of concept as an interface to existing 
services; 
x Identifies, and where necessary extend, relevant standards; 
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x Develops hardware layouts for places where several users share one access point, 
such as public libraries; 
x Establishes guidelines and working practices for deploying the technology and 
assisting disabled citizens. 
 
Housing 21 has received EU funding to work on a technology project to develop 'MyLife', a 
customisable touch screen application for people with dementia.  
x reduce social isolation and boredom 
x stimulate cognitive ability 
x enable people with dementia to live at home for longer 
x enhance participation and independence 
x reduce the family caregiver's stress. 
 
 
 
 
 
  
 
 
 
 
 
4. DESIGN FIT 
4.1 Design objectives 
The design of X and its associated social inclusion service aims to help deliver an improved 
level of care and quality of life for the active elderly, and residents with long term conditions. 
Regarding the residents: 
x Accessibility to multiple communication platforms 
x ƌĞĂŬŝŶŐŝƐŽůĂƚŝŽŶďĂƌƌŝĞƌ ? ‘tĂůůĞĚŐĂƌĚĞŶ ?ĞĨĨĞĐƚƚŚĂƚŝůůŶĞƐƐĐƌĞĂƚĞƐ 
x Reassurance, care & family are contactable 
x Independence in accessing info & society 
x Improved quality of life 
x Remaining active & engaged helps target dementia and depression 
Regarding care providers: 
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x Increased Efficiency 
x Accessibility to patients needs & care requirements  
x Improved level of care 
x Knowledge of patient wellbeing 
x Improving social community success/uptake/accessibility 
x Tighter supervision & control over contacts 
x Simplifying broadcasting messages 
Regarding friends & families: 
x Comfort & Security of knowledge  
x Accessibility to loved one 
x Social Inclusion within neighbourhood/family network 
4.2 Buyers 
The main buyers are public sectors which purchase the products and then provide them to 
people with low income. They are usually focused on product price and the reputation of 
suppliers when making a purchase. They also consider the cost for installation, repair and 
installation.  
The other category of the buyers is individuals  W the end users and their families. Compared 
with the previous category, they tend to give more considerations to more expensive product 
models which have higher performances in functionality, agronomics, user interaction, and 
appearance.   
   
  
 
 
                                                                                                                        Customers purchasing X 
 
4.3 User & application environment 
 X is designed for active elderly and other residents with long term conditions. Some of the 
target users are dementia patients or have learning difficulties. Many of the target users live 
in bungalow or extra care facility. The initial research shows that around 99% of these people 
are from the 50  W 85 age group. 20%-30% of these people live on themselves. They are most 
interested in: ease of use, durability, overall performance, cost, readily available repair 
service, product appearance and functionality.  
Another category of the target users is carers who support users in their lives. Most of them 
are interested in ease of use. 
The product will be designed to be used in house. Our initial research shows that most people 
may use the product in living room. Some photos of the typical application environment have 
been attached below: 
Local  
Authorities 
Health 
Authorities 
Private  
Housing 
Private Care 
Providers Individuals 
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4.4 Product languages 
The products from of FLEX were designed to be like white box, which is simple but may cause 
audience confusion within the complicated and already cluttered distinguish the different 
products. There is also a lack of visual cohesiveness and clarity.  
The design solution is expected to consistently incorporate company branding elements, but 
with stronger visual appearance across existing products from competitors. The visual design 
must focus on the potential buyers of the product.  
&>y ?ƐWƌŽĚƵĐƚWŽƌƚĨŽůŝŽ 
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The 
Resident
 Accessibility to multiple communication platforms
 %UHDNLQJLVRODWLRQEDUULHUµ:DOOHGJDUGHQ¶HIIHFWWKDWLOOQHVVFUHDWHV
 Reassurance, care & family are contactable
 Independence in accessing info & society
 Improved quality of life
 Remaining active & engaged helps target dementia and depression 
Care 
Provider
 Increased Efficiency
 Accessibility to patients needs & care requirements 
 Improved level of care
 Knowledge of patient wellbeing
 Improving social community success/uptake/accessibility
 Tighter supervision & control over contacts
 Simplifying broadcasting messages 
Friends & 
Family
 Comfort & Security of knowledge 
 Accessibility to loved one
 Social Inclusion within neighbourhood/family network 
 
 
 
 
 
 
 
 
 
 
 
4.5 Potential opportunities and requirements in post-sale environments 
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4.6 Future development which could lead to design changes  
The regulation XXXXX may be changed from XXXX. This needs to be further explored by the 
marketing group. The Marketing must keep the whole team updated in the monthly group 
meeting. 
5. PLAN / DESIGN PROCESS 
5.1 Design strategy 
ĞǀĞůŽƉ ĚĞƐŝŐŶ ĐŽŶĐĞƉƚƐ ƚŚĂƚ ĂƌĞ ƵŶŝƋƵĞůǇ ĚŝĨĨĞƌĞŶƚ ĨƌŽŵ Ăůů ĐŽŵƉĞƚŝƚŽƌƐ ? ǁŚŝůĞ Ɛƚŝůů
ĐŽŵŵƵŶŝĐĂƚŝŶŐ “&>yƋƵĂůŝƚǇ ? ? 
Producing 6-8 design ideas in Phase 1 of the design process, these concepts should be 
evaluated in house and with our software development partner XXX. In phase 2, 3 design ideas 
will be developed into concepts. Prototypes must be produced and be tested with the target 
audience. The result will define the features of the find design concept.  
5.2 Time frame, Budget and Measures of success 
x Phase 1 WComprehensive visual audit of existing company portfolio, as well as a visual 
audit of the top three competitors ?ƉŽƌƚĨŽůŝŽƐ ?dŚĞƚŽƚĂůƚŝŵĞĨƌĂŵĞĨŽƌƚŚŝƐƉŚĂƐĞƐŚĂůů
be seventeen business days (including the six business days for individual review by key 
stakeholders).  
The total cost for this phase will be ̜xxx. 
x Phase 2 WDevelop a maximum of six creative design concepts that meet business 
objectives. Phase 2 will require six weeks of concept development time and one week for 
design brief project team discussion and approval.  
The total time for phase 2 is seven weeks. The total budget for phase 2 is ̜xxx.  
x Phase 3 WTest all concepts with target audiences.  
Six approved design concepts will be sent to David Green. The concepts will also be 
presented in a group meeting with executives of marketing, sales, R&D, Opinions and 
Installation and Services. When practical, the concepts will also be evaluated with at least 
five users in each regions and geographies. No information shall be given to the members 
ŽĨ ƚŚĞ ƚĂƌŐĞƚ ĂƵĚŝĞŶĐĞ ? dŚĞǇ ǁŝůů ŽŶůǇ ďĞ ĂƐŬĞĚ ?  “ŽƵůĚ ǇŽƵ ƉůĞĂƐĞ ŐŝǀĞ ŵĞ ǇŽƵƌ
immediate reaction to each of these desiŐŶƚƌĞĂƚŵĞŶƚƐ ? ? 
The total time allotted to phase 3 is four weeks: one week for distribution of materials 
and three weeks for interviews. The budget for phase 3, including duplication and 
distribution of the materials, is ̜xxx. 
x Phase 4 WSelect three concepts and further refine each. Retest all three with target users. 
Based upon the testing of the initial six design concepts, the design brief project team, in 
collaboration with the design team, will select three design concepts for further 
refinement. The design team will require three weeks for this refinement process. The 
cost of this further refinement process will be ̜xxx. This budget will cover the same 
categories of items as described in phase 2. Upon refining three of the original design 
concepts, all three will be tested in an identical manner as described in phase 3 as well 
as at least three target public sectors. Once again, the testing process will require four 
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weeks and an expenditure of ̜xxx of the total budget. These test result transcripts will 
also be added to the appendix of this design brief. The total time for phase 4 will be seven 
weeks, and the total budget for phase 4 will be ̜xxx. 
x Phase 5 WSelect one concept, fully develop it, and perform final testing. 
The results of the phase 4 design concept testing will be analysed and discussed by the 
design brief project team and the design team. One concept will be approved for final 
development and ultimate presentation to senior management for approval. The four 
members of the design team shall collaborate producing comprehensives and models for 
this design solution. Key stakeholders who will be involved in this phase 5 work other 
than the design brief team include: 
 ?dŚĞůĂǁĚĞƉĂƌƚŵĞŶƚĨŽƌĨŝŶĂůůĞŐĂůƌĞǀŝĞǁ 
 ?ƌĞƉƌĞƐĞŶƚĂƚŝǀĞĨƌŽŵŵĂƌŬĞƚŝŶŐĨƌŽŵĞach major geography worldwide 
 ?ƌĞƉƌĞƐĞŶƚĂƚŝǀĞĨƌŽŵƉƌŽĐƵƌĞŵĞŶƚ 
 ? ůů ĞǆƚĞƌŶĂů ǀĞŶĚŽƌƐ ǁŚŽ ǁŝůů ŵĂŶƵĨĂĐƚƵƌĞ Žƌ ƉƌŽĚƵĐĞƚŚĞ ĐŽŵƉŽŶĞŶƚƐ ŽĨ ƚŚĞ
project 
 ?ƌĞƉƌĞƐĞŶƚĂƚŝǀĞĨƌŽŵƐĂůĞƐĨŽƌĂůůŵĂũŽƌŐĞŽŐƌĂƉŚŝĞƐ 
 ?ƌĞƉƌĞƐĞŶƚĂƚŝǀĞĨƌŽŵƚŚĞĐŽƌƉŽƌĂƚĞdistribution function 
 ?ƌĞƉƌĞƐĞŶƚĂƚŝǀĞĨƌŽŵƚŚĞĨŝŶĂŶĐĞĨƵŶĐƚŝŽŶ ?ǁŚŽƐŚĂůůƉƌŽĚƵĐĞĂĨŝŶĂůĂĐĐŽƵŶƚŝŶŐ
analysis for the project. 
In addition to fully developing the selected design concept by the design team, each 
key stakeholder will be accountable for producing a written plan for implementation 
of the project from his or her functional perspective: 
Sales and marketing will develop internal and external communication plans 
 ?WƌŽĐƵƌĞŵĞŶƚǁŝůůďĞŐŝŶƚŚĞƉƌŽĐĞƐƐŽĨƉƌĞƉĂƌŝŶŐǀĞŶĚŽƌďŝĚƐĂŶĚĂǁĂƌĚŝŶŐĐŽŶƚƌĂĐts 
 ?dŚĞůĂǁĚĞƉĂƌƚŵĞŶƚǁŝůůƉƌĞƉĂƌĞĂǁƌŝƚƚĞŶŽƉŝŶŝŽŶĐŽŶĐĞƌŶŝŶŐĂŶǇůĞŐĂůŝƐƐƵĞƐ 
 ? ŝƐƚƌŝďƵƚŝŽŶ ǁŝůů ƉƌĞƉĂƌĞ Ă ĚĞĨŝŶŝƚŝǀĞ ƉůĂŶ ĨŽƌ ƌĞƉůĂĐŝŶŐ ĞǆŝƐƚŝŶŐ ŵĂƚĞƌŝĂůƐ ŝŶ ƚŚĞ
distribution system with the new materials once they are available. 
 ?&ŝŶĂŶĐĞǁŝůůƉƌĞƉare a full financial report for the project, to be available at the time 
of presentation to senior management for final approval Phase 5 will require eight 
weeks to complete. The final design development process has been budgeted at ̜
xxx. 
At the conclusion of the final development of a design solution, an external testing agency 
will be engaged to professionally test the solution with the target audience worldwide. 
The testing agency will be given four weeks for testing and preparing a report on the test 
results. The budget for external testing has been set at ̜100,000. The total time frame 
for phase 5 is twelve weeks. The total budget, including the cost of testing, has been set 
at ̜xxx. The external agency test result summaries will be added to the appendix of this 
design brief. At the conclusion of phase 5, the design team, the external testing agency, 
and the entire design brief project team shall meet to formally approve the design 
solution. This meeting will be scheduled as a full-day meeting. One week prior to this 
meeting, all members of the design brief project team shall be sent PDF files of the design 
solution, the test results, and all formal written plans produced by additional key 
stakeholders. This will allow the design brief project team to attend the final approval 
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meeting with substantive knowledge of the entire plan, as well as the business rationale 
for the approval of the final design solution that the team previously selected.  
 ? WŚĂƐĞ  ? WDevelop approval presentation. The co-owners of the project shall be 
accountable for preparing a senior management approval presentation and for making 
this presentation to (name) on (date and time). The design team shall prepare all visual 
artefacts for this approval presentation. The final approver will be sent all materials, 
including the design brief and all reports from key stakeholders, one week prior to the 
final approval presentation. 
The co-owners of the project will require two weeks for preparation of this approval 
presentation. The budget for the development and production of the approval 
presentation is ̜xxx. 
 ?WŚĂƐĞ ? WImplement approved design solution. In order to implement the approved 
new design concept for the entire project line in a short period of time, a subcommittee 
of the design brief project team shall be formed to develop an implementation plan. 
This plan shall include specific instructions for rapid liquidation of current supplies of 
ƉƌŝŶƚĞĚ ĐŽůůĂƚĞƌĂů ƐĂůĞƐ ůŝƚĞƌĂƚƵƌĞ ? ĐĂƚĂůŽŐƵĞƐ ? ŽǁŶĞƌƐ ? ŵĂŶƵĂůƐ ? ĂŶĚ ƉĂĐŬĂŐŝŶŐ ?
Additionally, this plan will include the consumer communications plan and a new sales 
and marketing plan for the rollout, in addition to describing any variations required by 
different geographies. The implementation plan shall become an integral part of the 
senior managemeŶƚ ?ƐĨŝŶĂůĂƉƉƌŽǀĂůƉƌĞƐĞŶƚĂƚŝŽŶ ?dŚŝƐĚĞƚĂŝůĞĚŝŵƉůĞŵĞŶƚĂƚŝŽŶƉůĂŶǁŝůů
be developed during the same time period as the final approval presentation as described 
in phase 6 (total time two weeks). Since each of the corporate functions will develop its 
portion of the implementation plan individually, no budget has been assigned to this 
activity. The goal is to achieve full worldwide implementation of the new company 
portfolio design within one business quarter (three months). Manufacturing and 
distribution of the new materials, as well as disposal of the current manifestations of all 
artefacts, is estimated to cost ̜xxx. 
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APPENDIX K: EVALUATION OF THE TOOLKIT 
EVALUATION WITH EXPERTS  
Participants                                     Background     Format                
Expert 1 Post  W doctoral researcher in innovation management Via Skype 
Expert 2     Senior Project Manager of a leading automotive 
manufacturer 
Face-to-face 
Expert 3 Professor of automotive reliability engineering;  
Director in quality improvement  
Via Skype 
Expert 4 Academic support advisor at a British university Face-to-face 
Expert 5 Associate dean of research & enterprise at a British 
university 
Face-to-face 
Questions and Feedback 
Q1. What are the strengths and weaknesses of the toolkit respectively (general impression)?  
Strengths(S) and Weaknesses(W):  
From Expert 1: 
^ Pŝƚ ?ƐĂŐŽŽĚďƌŝĞĨƚŽŽůŬŝƚĨŽƌĐŽŵƉůĞǆŐƌŽƵƉƐ ?ĚĞƐŝŐŶĚĞƉĂƌƚŵĞŶƚǁŝƚŚƐĞǀĞƌĂůŝŶƚĞƌĂĐƚŝŶŐ
groups. 
Excellent ĚĞƐŝŐŶ ?sĞƌǇŚĂŶĚǇƚŽŽůƚŽďĞƵƐĞĚŝŶĚĞƐŝŐŶŝŶŶŽǀĂƚŝŽŶƐ ?/ůŝŬĞƚŚĞƉĂŐĞǁŝƚŚ “ƚŚĞ
briefing thinking model very much. 
W: Not really, just what I refer in question 6. 
From Expert 2: 
S: It is a nice tool. Looks smart. Likes the idea of checklist, which ensures that project 
managers are aware of the considerations from different aspects in project planning. 
W: It may need to adapt to individual companies to be functional. Some project managers 
may still prefer the traditional paper format when writing a brief. 
From Expert 4:                                                                                                                                                                             
^ P “ QůŽŽŬƐŐŽŽĚďƵƚƚĞǆƚŚĞĂǀǇ ?ďĂĐŬŐƌŽƵŶĚ ? Q ?
t P “ QǁŽƵůĚŶĞĞĚŝŶƚƌŽĚƵĐƚŝŽŶďĞĨŽƌĞďĂĐŬŐƌŽƵŶĚ ? ?
Q2. What do you think about the design briefing process introduced in the toolkit?  
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Q2.1. The four-step briefing process:  
From Expert 1: There is an emergent concern with improving the project brief, before 
ũƵŵƉŝŶŐƚŽĂĚĞƐŝŐŶďƌŝĞĨ ?ƐŽ/ƚŚŝŶŬŝƚ ?ƐŝŵƉŽƌƚĂŶƚƚŽŬĞĞƉŝƚĂƐĂĐŽƌŶĞƌƐƚŽŶĞŽĨƚŚĞƚŽŽůŬŝƚ ? 
From Expert 2: Agree. Easy to understand. 
From Expert 4: Good image. Simple and clear. 
Y ? ? ? ?dŚĞ “ƚƌŝĂŶŐůĞƚŚŝŶŬŝŶŐĨƌĂŵĞǁŽƌŬ ? P 
From Expert 1: /ƚ ?ƐĂďĂƐŝĐƚƌŝĂŶŐůĞ ?ĨƵŶĚĂŵĞŶƚĂůƚŽĚĞƐŝŐŶ ?ĂůǁĂǇƐŐŽŽĚƚ ƌĞŵĞŵďĞƌ ?dŚĞ
toolkit shows the complexity behind the triangle in an interactive way. 
From Expert 2: Agree with the model. 
From Expert 4: Fine. 
Q3. Do you think this toolkit can support in both writing up and applying design briefs? 
From Expert 1: Yes, no doubt. 
From Expert 2: Yes.  
From Expert 4: Yes, I think so.  
Q4. What do you think about the user-interaction design of the toolkit? 
From Expert 1: Simple and straightforward. 
It works for complex design groups; individuals would just get insights from it without filling 
ŝƚ ? /ƚ ?Ɛ ƋƵŝƚĞ ƐŝŵƉůǇ ? ƐƚƌĂŝŐŚƚĨŽƌǁĂƌĚ ? ƚŚĞ ĐŝƌĐůĞ ǁŝƚŚ ƚŚĞƚƌŝĂŶŐůĞ Ănd all the complex 
connections allows you a more intuitive understanding between the parts, while the table 
ĂůůŽǁƐǁƌŝƚŝŶŐĚŽǁŶǁŚĂƚǇŽƵ ?ƌĞƚŚŝŶŬŝŶŐ ?/ƚ ?ƐĂǀĞƌǇƐƚƌŽŶŐƉĂŐĞŽĨƚŚĞĨƌĂŵĞǁŽƌŬƚŚĂƚ ?Ɛ
where people will stop to use the toolkit. 
From Expert 2: Clear and easy to follow, intuitive. 
From Expert 4: Good, very detailed, but text heavy. 
Q5 Do you think webtool is good format in realising the intended functions? 
From Expert 1: Yes, it will complement the communication between team elements from 
different departments inside complex companies. 
Webtool is more suitable for big complies/more complex projects 
From Expert 2: ŐƌĞĞďƵƚĂůƐŽƉůĞĂƐĞĚƚŽƐĞĞƚŚĞ “ƉƌŝŶƚ ?ĨƵŶĐƚŝŽŶ ? 
From Expert 4: At first viewing, yes. I like the traffic light system.  
Q6 Do you have any further suggestions on improving the toolkit?   
From Expert 1:  Users would benefit from jumping directly to the briefing part, without 
having to go through the theory. 
If you embed the methods bank in the process, the user might do not be aware of its 
importance as a stream in researching the problem. So, I suggest improving the 
connections, the links between the process and the methods bank, without a complete 
integration of both. This way, people will set the methods bank part as a set supporting 
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research, otherwise, this notion might get lost. 
From Expert 2:  /ŶƚĞŐƌĂƚĞƚŚĞƚŽŽůŝŶƚŽĂĐŽŵƉĂŶǇ ?ƐĐƵƌƌĞŶƚƉƌŽĐĞĚƵƌĞƐ ? 
From Expert 4:  Include a home page which introduce what the toolkit is, and why it was 
designed, and who is it for.  
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APPENDIX L: EVALUATION WITH THE SMES IN THE 
HOME HEALTHCARE SECTOR 
 
L1 PARTICIPANTS 
 
 
 
 
 
 
 
Participant                                     Responsibility 
Participant 1 Senior project manager of a leading automotive manufacturer   
Participant 2 Lead engineer in a healthcare supplier  
Participant 3 Product development director  in a healthcare supplier 
Participant 4 Hydration nurse  of peninsula community health (She participates in 
product development for patients with long term conditions) 
Participant 5 Business development manager 
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L2 COMPANY OVERVIEW 
L2.1 Question sheet  
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L2.2 Responses from participants 
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L3 EVALUATION OF THE TOOLKIT 
L3.1 The question sheet  
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L3.2 Filled-up question sheet 
x From participant 1 
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x From participant 2 
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An email from participant 2 with more comments: 
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x 1 
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x From participant 4 
x  
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x From participant 5 
x   
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APPENDIX M: SCREENSHOTS OF THE TOOLKIT 
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Figure 4.18 Introduction of the interface 
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Figure 4.20 Instruction of the left menu 
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Figure 4.21 Front page  
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Figure 4.22 Introduction 
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Figure 4.23 Introduction  
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Figure 4.24 Principles  
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Figure 4.26 Critical issues in design briefing as well as resolutions  
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Figure 4.27 Clicking the related-subject icon by the side of Three Key Factors section 
leads users to the Key Factors page within the Writing a Brief section 
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Figure 4.28 Method bank  
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Figure 4.29 An example of a method: 
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Figure 4.30 An example of a method  
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Figure 4.33 Panels on the page of Brief creation & management 
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new brief 
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managing briefs 
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Figure 4.37 The Context page 
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Figure 4.38 The Key Factors page 
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Figure 4.40 The Plan/Design Process page 
 
Fig
u
re
 4
.4
0
 T
h
e
 P
la
n
/D
e
sig
n
 P
ro
ce
ss p
a
g
e
 
 
